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(57) Abstract 

A system for use in a retail store that permits consumers to identify themselves to an in-store merchandising system prior to check-out. 
As a result, the consumer may be presented with promotional offers and other information specifically targeted to the particular consumer. 
The consumer may be identified in a number of ways such as by swiping magnetic cards and card readers attached to shopping carts. 
Promotional offers made to the consumer may be based on previous habits of the particular consumer, the consumer's location in the store, 
demographics, or purchase triggers. A consumer may also receive targeted informadon widi respect to particular items considering purchase 
such as. for example, to determine the appropriateness of purchasing particular food items and prescription medication and/or over the 
counter drugs. Retailers and product manufacturers may therefore use information to better plan product placement, to be more responsive 
to customer demand, and to otherwise understand the purchasing habits of their customers. 


